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A B S T R A C T
This article reports the findings of a nationwide web-based survey of so-called digital or, rather, online journalists. The survey results indicate basic, occupational and professional characteristics of online journalists working for broadcast and print media as well as online-only media. It focuses, in particular, on the question of whether it is too early to be able to determine the specifics of the new professional model of online journalism, following the proposition that the developments on the internet in terms of journalism -and more specifically, news on the world-wide web -have led to the formation of internet journalism as a separate model within the profession of journalism as a whole. One of the main conclusions from this study is that a distinct media logic for online journalists is emerging, the main characteristic of which seems to be empowering audiences as active participants in the daily news.
K E Y W O R D S internet journalism online journalism web survey
This article offers a descriptive profile of Dutch online journalists, related to their role as media professionals. This profile fits within the framework of a larger research project into journalists in the Netherlands, which ran from [1997] [1998] [1999] [2000] [2001] and is based on the established design for journalism surveys designed by Weaver and Wilhoit in the United States (Weaver and Wilhoit, 1996 ; see Deuze, 2001b) . As an increasing number of people worldwide turn to the world-wide web (www) for their news and information, the characteristics and attitudes of the people working as media professionals on the www need specific scholarly attention. The study at hand therefore aims to explore two main research questions: how can the first generation of online journalists be described; and to what extent do their characteristics and attitudes towards journalism differ from those of their colleagues working in 'traditional' media?
Introduction
Looking at scholarly and trade journals today, it sometimes seems that to talk about the impact of the internet on journalism is the most popular topic among journalists and media scholars alike -second only to concerns about commercialism and money. Published reports on studies specifically linking the daily practices and characteristics of journalists to the global network of computers have been scarce. Apart from Q-studies by Jane Singer (1997a Singer ( , 1997b in the USA, online self-selected sample surveying by Timo Luege (1999) in Germany, a mail survey of online newspaper editors in Germany by Mike Friedrichsen and colleagues (1999) and scattered reports on the opinions of journalists on the impact of the internet on their profession in general journalism surveys (a general overview of journalism surveys can be found in Weaver, 1998 ; for journalism students see Splichal and Sparks, 1994) , there has been no specific study of online journalism as a professional group in today's media workforce. Previous studies of online journalism and the relationships between journalists and the internet generally suggest a combination of excitement and apprehension among journalists working online (see especially Jane Singer's work), and confusion in terms of theory and operationalization on who, in fact, can be called an online journalist. One could make a long list of issues dealing generally with the lack of credibility for the journalist working in an anonymous online environment where everyone is both a producer and consumer of content (see, for example, Bardoel, 1996; Gahran, 1998; Heinonen, 1999; Deuze, 2001a; Deuze and Yeshua, 2001) .
Generally speaking, the scholarly and trade publications dealing with journalism and journalists have more or less accepted the discourse of the internet as the major player in redefining and rethinking 'traditional' journalisms (see overviews in Deuze, 1999; Pavlik, 1999; Wendland, 1999) . A specific example of the impact the internet has had on journalists is the increasing trend among journalists to use the internet for research, interviews and story ideas (see Ross and Middleberg, 2000, on US journalists; Quinn, 1998, on Australian journalists; Van Dusseldorp et al., 1999, on European journalists) . Studies like Singer's (1997a Singer's ( , 1997b suggest that there is still much ground to cover in terms of measuring the 'real' impact on the profession as most journalistic efforts online are still primarily intended as 'advertisements' for their parent medium, with hardly any interactive, multimedia and/or hypertextuality features (i.e. those features that make the www so exciting) and are producing what is known as 'shovelware', or more of the same (see, for example, Riley et al., 1998; Schultz, 1999; Jankowski and Van Selm, 2000) . Other problems involving research into journalism and the internet are a general lack of applicable theory and an almost exclusive focus on the internet edition of the classical newspaper (for critical overviews of the literature on journalism studies see Deuze, 1998 , and on mass communications research, Kawamoto, 1998) .
Online journalism as a field
Online journalism can be considered as journalism practised online -not as journalists writing about the internet. As a first step in researching online journalism, one has to establish that research into the characteristics and specifics of professional journalists within a single medium and/or genre makes sense in terms of its media logic Snow, 1979, 1991;  for specific reference to online media logic see Dahlgren, 1996) . This article assumes that due to the emergence and proliferation of online news sites which generate both shovelware and original content for the www, the internet has created its own type of journalism: online journalism. The professional type can be defined as gathering and distributing news content primarily on the internet and seen here conceptually as a fourth kind of journalism after print, radio and television journalism (Deuze, 1999) . As netbased communication, online journalism can be seen as being shaped by a distinctive media logic, which would be expected to differ from the respective logics of print and broadcast media. The term 'media logic' refers to:
. . . the particular institutionally structured features of a medium, the ensemble of technical and organizational attributes which impact on what gets represented in the medium and how it gets done. In other words, media logic points to specific forms and processes, which organize the work done within a particular medium. Yet, media logic also indicates the cultural competence and frames of perception of audiences/users, which in turn reinforces how production within the medium takes place. (Dahlgren, 1996: 63) We will use this concept as the theoretical underpinning of the study in hand, clustering the variables in the survey along lines of competences (similar to Weaver and Wilhoit's basic characteristics and indicators of professionalism: roles, values and ethics) and attributes (comparable to Weaver and Wilhoit's job conditions, but including additional questions regarding www-related Deuze and Dimoudi Online journalists in the Netherlands 87 aspects of newswork). The media logic of the internet is essentially a converging logic, where it can be seen as affecting all existing media modalities with an online presence: printed newsmedia, cable companies, internet service providers, broadcast organizations, magazines and wire services will all have to adjust their existing production patterns to the internet; this ongoing process can be seen as a convergence of established (institutional) media logics with the particularities of online publishing. Elsewhere other authors have suggested more theory-driven approaches towards studying online journalism (Kawamoto, 1998; Singer, 1998 (Singer, 1998: 14) Coupling the established empirical research design of the Weaver and Wilhoit journalism surveys with the concept of media logic provides us with a point of departure for studying the characteristics and attitudes of a particular group of news media professionals, for whom the boundaries are set by the technological and organizational constraints of the medium they work for (and with).
Methodology
As mentioned earlier, the survey among online journalists formed part of a larger nationwide survey project among journalists in the Netherlands (Deuze, 2001b) . The online journalists in the operational population have been defined as those media professionals who are directly responsible for the internet content of news ventures (whether in existing print or broadcast media or independent online ventures, following the terminology of the original Weaver and Wilhoit, 1996: 248, definition) . The research project attempted to reach the entire population of Dutch journalists working for internet publications which contain 'news content' in the broad sense of the term, as opposed to other media professionals such as advertisers, public relation practitioners, marketing managers and so on. From a general database of Dutch media titles -which is based on the Dutch media yearbook Handboek
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voor Pers & Publiciteit -a population of newsrooms was correspondingly established (for a theoretical elaboration of how to define journalists operationally according to newsroom, see Beam, 1990; Weischenberg and Scholl, 1998) . Out of a total of 175 Dutch newsrooms it was found that 55 titles also had web pages available at that time (Summer 1998) which were accessible online via published URLs. A second selection criterion was the need for one or more published editorial email addresses on the site itself. This criterion was chosen for the obvious reason that it allowed both researcher and news consumer to approach the internet journalist(s) more or less directly via the published content online. However, it has to be noted that although the literature -both trade and scholarly -suggests that a published email address is a 'must' for online journalists, very few professionals opt for this in practice, fearing that their inbox will be flooded with spam, hate mail and other nonessential email (Deuze, 1999: 383) . The number of Dutch news media with a presence on the internet at the time of the project was 67: 33 newspapers, 16 broadcasters, 6 magazines and 12 online-only news sites. In early August, 133 email messages were sent to these 67 news organizations with an online presence; half of them were directed to the general editorial address, the other half to journalists whose personal email addresses were published on their medium's website. These standardized email messages politely invited online editors to fill in a webbased questionnaire concerning the work environment, skills and other specific characteristics of online journalists in the Netherlands. A thorough description of the 'target group' was included: all internet editors who work full time, part time, freelance or as students/trainees (interns) and are involved in the production of editorial content for the websites of Dutch news services, national public and commercial broadcasters, national and regional newspapers and national magazines. The web-based survey was chosen to test the effectiveness and data quality of this method; it also seemed the most effective way of asking internet journalists to participate -engaging them on their own turf, so to speak. The literature on web-based survey methodologies is still scarce and hardly signals specific problems or advantages for well-defined populations (Comley, 1996; Kehoe and Pitkow, 1996; Smith, 1997; Schaeffer and Dillman, 1998 ; see the bibliography at the Web Survey Methodology Website, URL: http://surveys.over.net/method). The questions were similar to the standard questionnaire from the general survey project, but were specifically adapted in terms of topics and issues to the online environment. After 40 days, during which period two email reminders were sent to the same addresses, the questionnaire was taken offline. Unfortunately, as the month of August is a holiday period for the Dutch media the project had to take this into account.
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The questionnaire ranged over 83 items, divided into four sections. Section A consisted of 23 questions covering organizational attributes such as work environment, type of contract, work history, specializations, daily tasks, number of colleagues in the online newsroom. Section B addressed editorial workload in detail, aiming particularly for the technological context of working online. A total of 30 questions asked about time spent online, writing and editing for the web, using online sources, reading and answering email, and so on. In Section C the professional competences of online journalists were addressed in relation to role perception -using the items put forward in the Weaver and Wilhoit questionnaire with some added questions (see Table 2 in the Survey Results section). Section C also featured a series of propositions, based on the literature, on the status and developments in online journalism to which the participants could answer with 'agree/do not agree/neutral'. The survey closed with Section D which covered a range of social-demographic items (used for stratifying the data). The questionnaire was put online by the Anton Dreesmann Institute, part of the University of Amsterdam, which specializes in online developments and projects (see the project outline at URL: http://www.adi.uva.nl/projects/detail.asp?id=49).
Besides this survey method, further research was undertaken: in order to gain a full picture about the identity and size of the journalistic population online, a phone survey was conducted to ask for information from the internet desks of all 67 titles available online concerning the number of journalists employed specifically to produce editorial content for the internet. The nature of journalistic activities for which relevant information was obtained referred to both editorial supervision of news and other informative (not commercial) items being shovelled from the parent medium or other sources and, of course, to the production of original editorial content. This methodological follow-up resulted in the following findings. For approximately 21 percent of the total number of sites, the online presence hardly coincided with the production of journalistic content, be it hard or soft news, custom news, interviews, general or special interest features and other kinds of information which requires editorial supervision to obtain a form both presentable to the public and distinguishable from advertising/promotional content. The exclusive use of their websites for sales or PR is the main reason why several public and commercial journalistic companies do not employ journalists for their websites. This tendency is reflected in the figures from a general survey of 773 journalists in the Netherlands: 85 percent of journalists in the national survey indicated that their employers had a website (or would soon have one online); whilst more than two-thirds of them were not involved in any way with this online presence (Deuze, 2000) . In addition to this, several organizations publish their URLs and were therefore initially included in the list of media
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Journalism 3(1) with a presence on the internet, while in fact their web pages were still under construction at the time -and, in most cases, these organizations only work with a (small) technical staff. Accordingly, the employees of these two categories of websites are not represented in the study, since they do not qualify as journalists. On aggregate, the number of journalists working for online news publications on a full-time, part-time, freelance or training basis could be estimated as 155. The completion rate of the online questionnaire reached 64, putting the response rate at 41 percent of the estimated total number of online journalistic staff at the time of the survey.
Survey results
The data findings are structured in terms of competences and attributes associated with online journalism. Competences are operationalized into variables indicating what journalists bring to the job: social demographics, education, training and opinions regarding the role of journalists on the www. Technical attributes are issues related to the use of computers and the internet, skills and standards regarding the application of hypertextuality and interactivity. Organizational attributes are defined as variables describing the organization of labour in the online newsroom. The demographics of the participating online journalists show that most respondents are male and within the age range 26-35 years. One would have expected online journalists to be younger -since their job is still relatively new and electronic communication, in general, is omnipresent among young people and journalism students in particular. Only journalists working for the websites of Dutch broadcasters are both younger and more equally balanced in terms of gender representation (see Table 1 for sample characteristics).
The respondents are highly educated (54% had professional degrees, 37% had academic degrees), with younger journalists more likely to have had a higher education than their older colleagues. The general survey of Dutch journalists shows that reporters tend to enter the profession late in their Deuze and Dimoudi Online journalists in the Netherlands 91 twenties (26-7 years), which explains the fact that we found relatively few younger online journalists. In terms of work, most respondents are employed by newspaper organizations: 47 percent, with 20 percent working for broadcast media, 6 percent for magazines and 27 percent for 'online only' media such as the news desks of internet service providers and news services like Nu.nl, YourNews or News4Free. More than half (55%) of the journalists work exclusively for the online medium; the remainder shift between the parent medium and the online edition -and this shifting to and fro particularly happens in print media. Most of the participants work full-time: 77 percent, with 6 percent freelancing (23% of all journalists in the Netherlands work freelance). For roughly one-third of the respondents this is their first job as a journalist; however, these are not the youngest journalists: 71 percent within the age group of 16-25 years have already had two or more employers as a journalist. This suggests high job mobility within the new media profession. On average the internet news desk consists of four editors, which seems to be more or less in line with a worldwide survey among online news desks by the Swiss-based company Interactive Publishing in 1999. Since the interviews (final quarter of 1999) several news desks have reported hiring new editors and such Dutch publishing houses as Wegener (regional portal sites) and PCM (a 24-hour national news site called EN.nl) have announced heavy investments in and expansion of their online media ventures.
The organization of labour shows a picture of an isolated, relatively autonomous group of people. The online departments of broadcasters operate as a separate branch of the main organization, whereas newspapers tend to integrate the internet desks with the regular newsroom(s). Although the literature generally suggests that an integrated newsroom is the best option for 'good' delivery of online news and multimedia content, the initiatives of online publishers and broadcast organizations in the Netherlands have been to create online newsrooms which are separate from the parent medium, thereby creating one newsroom which caters for several online editions. This newsroom separation does seem to fuel the reporters' sense of autonomy: 95 percent of respondents reported having full editorial freedom regarding the online edition. This shared sense of autonomy and independence does not mean that these reporters are in fact producing their own original content online: only one-quarter of respondents reported having 100 percent original content on their website. Original content should be defined as content exclusively produced for the online edition, which can be understood as articles (written-text-based) as well as video footage, audio clips and interactive features such as a discussion forum or chat box (Schultz, 1999; Jankowski and Van Selm, 2000) . Most online journalists produce up to a maximum of A range of competence-related questions dealt with the perceived necessity of learning new specialized skills, the application of interactive features, the notion of both virtual and geographical community-building online and credibility online. More than 90 percent of respondents agreed wholeheartedly with the statement: 'The development of additional technological skills is a necessary precondition for the online journalist' -but only 63 percent felt that HTML (HyperTextMarkupLanguage) was necessary for the job. Table 2 shows a community with strong opinions regarding the professional issues facing online journalism (data from our all-media survey among N = 773 Dutch journalists reported and discussed in Deuze, 2001b) .
In terms of role perception, the focus of online journalists seems to be on a combination of the traditional disseminator/ interpreter media roles combined with a powerful sense of the public's wants and needs as reflected in the desire to provide the widest possible audience with new ideas, a platform for Note: Data for the main survey sample reported in Deuze (2002) .
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discussion and a more or less pluralistic analysis of the issues in the news. A comparison with colleagues elsewhere in the media does not yield significant differences, although several perceptions show a tendency to differ: online staffers seem more eager to disseminate, 'offline' reporters tend to prefer critical analysis. It is remarkable that 'Giving people the chance to voice their opinions' is more popular (29% vs 19%) among offline journalists -even though such interactivity is mainly attributed to the added value of online publishing (Deuze, 1999: 377-8) .
In order to gain further insight into the differences and commonalities between online journalists and their colleagues elsewhere in the news mediaparticularly regarding their professional views and attitudes towards news work - Tables 3 and 4 specifically look into role perception, using a comparison (at the p = .00 level of significance) of factor analyses on the data from the main sample with the online sample.
The factor analyses reveal two distinct developments, one of which may be described as an inherent pluralism in media professionals' role perceptions:
about half of the journalists in both groups endorse two or more core roles, which may sometimes even be contradictory (Weaver and Wilhoit, 1996: 141) .
For the other half, the factor loadings further emphasize the trend signalled earlier: while offline journalists in the Netherlands primarily endorse such 'public watchdog' roles as being critical towards business and government, providing interpretation and having influence in the public sphere, online journalists are quite clearly geared towards serving people in general, the widest possible audience even. For these new-media professionals being a watchdog does not seem to be an attractive option at all, with them even favouring entertainment and advertising roles above adversarial and investigative roles. This strong emphasis on public wants and needs, coupled with both a commercial and an idealistic mindset, reads like a definition of what US scholars, in particular, have called a 'public journalist' (also known as a 'civic' or 'communitarian' journalist, see in particular Black, 1997; Rosen, 1999) . This type of reporter aims to include the public in determining news values and news selection and feels particularly responsible for 'helping people to help themselves'. Several scholars have argued (theoretically) that the premise of online journalism and its interactive relationships with the public may well be a first step towards achieving the goals of the public journalism movement (Dahlgren, 1996; Deuze, 1999: 384-5) . Our findings seem to offer some support for this argument. The distinction between these two types of journalist can further be delineated by a top-down versus bottom-up perception of being a watchdog; whereas the first type considers himself or herself a watchdog in the name of a rather faceless public, the second type -the online journalist -sees the watchdog role as something which is actively negotiated with and endorsed by an audience. One can see this, for example, by comparing the support for standing up for disadvantaged people or for developing the cultural and intellectual interests of people.
To conclude the web survey, the respondents were asked to reflect on a number of propositions regarding online journalism. Their answers show that 78 percent feel strongly that online journalism is developing alongside print and broadcast journalism as a new, distinct professional type of journalism. Moreover, almost three-quarters of the journalists saw that building a stronger and interactive relationship with the public is the best way to do 'online journalism'. In this respect one could say that online journalism is a more service-oriented type of journalism than other forms of journalism -a point with which 63 percent of the respondents agreed. In terms of the classic agenda-setting theory of the press, half of the participants believed that such a traditional monopoly on agenda-setting by journalists is diminished online.
This notion is supported by the low scores for the media roles of influencing public opinion and setting the political agenda. The competition with nonjournalistic news sources -one of the most problematic characteristics of journalism online -was perceived by 75 percent as a development which forces online journalists to prove the 'added value of the profession' explicitly.
This idea relates strongly to a specific mindset regarding the work for the online edition.
The final question posed to the respondents was: 'Which professional title do you think describes you better: online journalist, print journalist, broadcast journalist or journalist?' It is perhaps striking to see that half of the respondents ticked the box for online journalist, the other half for 'just' journalist.
Discussion and conclusion
The survey and comparison of Dutch online and 'offline' journalists needs further analysis and a breakdown in the explanatory variables, but the factor analysis of the perceptions of the professional role does suggest that we are dealing with an emerging and distinctly different group of journalists -those who work on the internet. Even though the media hype surrounding the internet may be dwindling, our study clearly suggests that the online environment creates a fourth kind of journalism -and a corresponding fourth type of news media professional. So is it possible to speak of a distinctive media logic or mindset regarding online journalists in the Netherlands? Yes -even though online journalism has only been around for about five years. The technical attributes of online journalists are perceived to be essential for the occupation.
In terms of its organization of labour, online journalism in the Netherlands is increasingly professionalized and structured separately from its parent medium. The professional logic behind this type of journalism as practised online is clearly focused on an interactive relationship with a wide audience, with less importance being attributed to traditional media functions such as agenda-setting or advocacy journalism. The process within which online Online journalists are surfing the net, (re-)writing their stories and handling their email correspondence almost exclusively, which makes their work largely 'medium-driven'. The production patterns within online journalism clearly reflect a powerful role for the technological context of the job, coupled with a perceived need to use this technology to include the public(s) in the journalism experience rather than communicating with them as would be reflected in such a role as being a spokesperson or advocate for certain groups of people in society.
The media logic of Dutch online journalists also contains a strong element of audience orientation, where the bottom-up concept of 'the public' suggests that this group of journalists is much more aware of an active role for the people they serve than their offline colleagues. This is an interesting result, as it ties in with the discourse of new-media technologies in which they are perceived to empower people and further democratize the relationships between consumers and producers of content (be it news or information). It also connects to online media logic as a concept which includes the notion of the audience as an active agent in redefining the workings of journalism.
Further research into online media consumption patterns and characteristics is thus called for to complete a wider appreciation of media logic and its empirical application to an online journalism setting. able to provide today's overloaded information landscape with an added value -if given the chance.
